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Increase Visitation from the U.S. 
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 Increase overall awareness of Alaska as a travel destination 

 Generate at least 650,000 requests for travel information 

 

 

Mid-Year total = 399,397 (61%) 
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Mail Alaska Vacation Information with the                      
Official State Vacation Planner 
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Mailed to an estimated 550,000 people who inquire about          

Alaska travel, providing trip-planning information and connecting 

potential visitors with Alaska businesses 
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Mail the Alaska Highway Travel Planner with the 
2014 North to Alaska Highway Guide 
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100,000 copies distributed to those who inquire about                                          

driving vacations through western Canada to Alaska 
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How Requests for Travel Information                             
are Generated 
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Reqests for Alaska travel information are generated                                        

through a broad range of marketing programs: 
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Television 
3% 

Magazine 
21% 

Direct Mail 
24% 

Online ads 
39% 

TravelAlaska.com 
4% 

Digital 
Marketing/PPC 

2% 

Phone, mail, 
emails, Public 
Relations, and 

prior year 
programs 

7% 



Television Advertising  
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 $6 million in paid television advertising 

 Alaska’s largest TV advertising campaign to date 

 Primary purpose: increase awareness of Alaska as a travel destination 

 Seondary purpose: generate requests for Alaska travel information 
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Television Advertising 
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Exposure to Alaska TV ads: 

 Generate positive impression about Alaska 

 Increases visitors to the state’s official travel website, TravelAlaska.com 

  

Alaska ads running on: 

– National broadcast television (ABC, NBC, CBS) 

– Syndicated programs and on national cable networks (Discovery Channel, 

History Channel, Weather Channel, Inside Edition, Jeopardy, and others) 

 



Television Advertising 
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Research shows exposure to Alaska ads drives results: 

 500 U.S. consumers surveyed online each month 

 Purpose of research: 

– Measure awareness                                                                             

of Alaska advertising 

– Discern level of                                                                

interest and                                                  

likelihood to travel                                                  

to Alaska 



National Magazine & Online Advertising 
Campaign 
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National Media Campaign Begins: 

 National Magazines: Full-page color ads in 13 national magazines  

 Online advertising: Campaign debuted on travel network sites                                                                       
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Social Media Campaign 

Page  10 FY2014:  Mid-year Report 

Alaska presence on Facebook, Twitter, Pinterest, YouTube 



Direct Mail Campaign 
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Personal Invitation from Governor Parnell: 

 Direct Mail package sent to more than 1.7 million U.S. consumers 
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Public Relations Campaign 
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Working with travel journalists: 
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 Connecting Alaska busineses with key journalists at Alaska Media Road Show 

– Event focused on Alaska grown produce and seafood at receptions/meals 

– State Parks, Alaska Railroad and Alaska Council on the Arts also 

participated 

 



Public Relations Campaign 
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Delta Sky Magazine: July 2013 

Highlighted Alaska’s                            

key selling points including food, 

history, family travel, outdoor 

adventure, arts and culture 
 

Ad value = $602,518 



Public Relations Campaign 

Page  14 

Men’s Journal Magazine: July 2013 

Delivered Alaska’s winter                  

tourism message and                            

positioned Alaska as                 

an adventure destination 
 

Ad Value = $430,750 
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Public Relations Campaign 

Page  15 

Korean Air Morning Calm Magazine: July 2013 

Showcased Alaska’s diverse 

transportation options including 

highway, small plane, and 

railroad travel 
 

Ad Value = $55,000 



Public Relations Campaign 
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Saveur Magazine:  November 2013 

Showcased the adventure of fishing in                        

Alaska and shared recipes for preparing                    

Alaska king crab & snow crab 
 

Ad Value = $443,520 



Travel Trade Events 
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One-to-one conversations with Domestic & International Travel Trade: 

 JATA Travel Showcase, Japan                                              

 Brand USA Road Show, China 

 International Luxury Travel Market, Mexico  

 World Routes, Nevada 

 China International Travel Mart, China 

 Adventure Travel Summit, Namibia                                                

 World Travel Market, England 

 Travel Leaders, Georgia 

 US Tour Operators Association, Arizona 

 

 

FY2014:  Mid-year Report 



Increasing Visitation from Targeted 
International Markets 
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Japan Airlines 2013 FAM Trip: 

 Travel trade FAM trip, conducted                    

with United Airlines was designed                        

to encourage development of                             

new Alaska tours 

 Resulted in two new eight-day                      

tours beginning March 2014: 

– “Experience Mysterious Alaska” 

– “Enjoy Aurora Viewing in Alaska                             

at New Moon Night” 
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International Travel Trade Missions 
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 Educate and strengthen travel trade partnerships 

 Relationships forged during the mission will result in sales for the 2014 season                                                                                                                                                 

 Travel trade training sessions, November 11-20: 

– New Zealand: Auklund 

– Australia: Sydney,Newcastle,                                                                                        

Melbourne, Cheltenham,                                                                                                

Bentleigh, Mitcham 

 

 

FY2014:  Mid-year Report 



International Consumer Shows 

Page  20 

Japan Consumer Travel Fair: October 19-20 

 Held at Sun Mall Ichiban-cho, the most 

popular shopping street in Sendai; 

Organized by Sendai Airport 

Internationalization Promotion                     

Committee and the Japan                                   

Association of Travel Agents (JATA) 

 Alaska booth attracted 48,000 consumers 

 Brand USA travel trade seminar held on 

October 21, providing detailed Alaska 

information to key travel agents 
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http://www.brandusapavilion.com/


International Co-promotions 
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Co-promotion with Icelandair: 

 Second year of promotional agreement 

 Online advertising designed to                    

generate sales with the goal of                 

increasing number of visitors                                 

from the EU and Scandanavia in 2014 
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Reaching New Markets 
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Developing Markets: Latin America and India: 

 Conducted sales calls and training missions: 

– Trained 75 tour operators                                  

and travel agents in Brazil                                                               

and Argentina 

– Trained 100 tour operators                                            

and travel agents in India 
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Promoting Winter Travel 
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Increase the number of winter visitors to Alaska: 

 Air winter TV commercial 

 Educate potential travelers about winter activies and attractions       

 Include winter itineraries in the State Vacation Planner and online  



Social Media 

Page  24 

 Drives consumers to winter itineraries on TravelAlaska.com 

 Encourages consumers to sign-up for Alaska travel newsletter                            

and request a State Vacation Planner 

 Provides an opportunity to win a nine-day vacation to Alaska 

Facebook promotion launched in mid-November: 



Cross-promoting Tourism and Seafood 
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JATA Travel Showcase 2013: September 12-15 

 Largest consumer/trade show in Asia, with 125,989 attendees 

 Alaska tourism and Alaska Seafood Marketing Institute                                   

joined forces to increase awareness and interest in: 

– Travel to Alaska 

– Wild Alaska seafood  

– Alaska products 
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http://www.brandusapavilion.com/


Travel Trade & Media Events 
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 U.S. Tour Operators Association (USTOA) conference  

 Alaska Media Road Show  

 World Travel Market 

 

 



Collaborating with the Private Sector 
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Alaska state tourism works with businesses and organizations                               

around the state to encourage cooperative marketing and to share 

information with members and Alaska residents 
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Connecting with Tourism Industry 

Page  28 

 Met with Alaska tourism industry representatives eight times                        

to review tourism marketing plans and solicit input: 

– International Subcommittee (July 23 / Aug 6 / Aug19 / Dec 16) 

– Planning Committee (Aug 14) 

– Marketing Committee (Aug 28) 

– ATIA Convention in Sitka (Oct 7-9) 

– Marketing Retreat (Nov 13-14) 

– Travel Trade Subcommittee (Dec 17) 

– Website Subcommittee (Dec 17) 

– Advertising Subcommittee (Dec 18) 
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